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PARTNERSHIP STRUCTURE  

 Serve Alameda & Contra Costa Counties 

 Partnership Manager represents local 

governments and provides strategic 

guidance 

 Strategic Advisory Committee determines 

programmatic direction & innovation 

 Serve commercial, municipal and 

residential customers 

 Two Service Providers (implementers) 

deliver DI programs 

 



FOCUS ON SMB DI 

Auditor-driven 

Customer-focused handholding at 

every step 

Contractor-driven 

Target high-saving projects 

 

 Over 1500 business customers audited each year 

 Lighting measures represent 80% of our savings (20% refrigeration) 

 Partnership SMB savings goals ~ 20M kWh annually 

 



HIGH INCENTIVES (ARRA) 

ECMs Included: 

Wireless Lighting Controls 

LED Down lights 

LED Bi-Level Parking Lot Fixtures 

LED Refrigerator Case Lighting 

Bi-Level Stairwell lighting 

Wireless Pneumatic Thermostats 

Average Project Incentive:        90% 

 Oakland Shines targeted all businesses in 

downtown Oakland promoting emerging tech 

 Program leveraged existing DI incentives 

 Intensive marketing campaign 

 Incentives capped at 90% of project cost 

Project Conversion Rate:        33%   

Oakland Shines was implemented by QuEST in partnership with the City of Oakland  



INCENTIVES  

What are they good for? 



CONVERSION RATE AS KPI 

2014 Project Conversion Rate:        30%   



QUESTION FROM YESTERDAY 

What is it going to take to get 

customers to participate?  



CREATIVE THINKING 

Reduce stranded program funds 

(that don’t lead to savings) 

 Customer screening (e.g. via 

utility bill analysis) 

 Nominal cost for energy audit 

  … 
 

Increase Conversion Rate 

 Social norming strategies 
& other psychological strategies 

 “Engagement Incentive” 

 Building long-term 

customer relationships 

 Tracking all opportunities 

over time 

 Improve tools that help 

communicate project 

benefits (marketing to convert 

vs. marketing to audit) 

 

 



SMB COMPREHENSIVENESS 

Interior / Exterior Lighting Example 

Most customers, when presented with both interior and exterior 

lighting opportunities, will implement most interior measures but few 

will implement any exterior measures 

Example MR16 

Prior to 2013 there was no cost-
effective solution for the MR16  

Now new marketing dollars are 

needed to find & engage these 

customers once again 

All opportunities must be tracked over time  



ENGAGEMENT INCENTIVE 

Goal: Increase project conversion rate 

Methodology: Present three project options 

Theory: People compare, they don’t chose 

1 2 3 
Cost: $6,700 

 

Incentive: $0 

 

Savings: $2,300/yr. 

 

Cost to you: $6,700 

Cost: $6,700 

 

Incentive: $2,250 

 

Savings: $2,300/yr. 

 

Cost to you: $4,450 

Cost: $6,700 

 

Incentive: $3,000 

 

Savings: $2,300/yr. 

 

Cost to you: $3,700 

Most Popular Option 

Over 10,000 local East Bay businesses have completed projects with us.  



BUSINESS LEADERSHIP 

INCENTIVE 

Customers must: 

 

 Implement 100% of recommendations 

 Enroll in My Energy 

 Take a feedback survey 

 Receive a free water audit 

 Offer a referral to another business 

 Agree to implement within 30 days 

 

Benefits both customer and program 


